
















In the world of globalization， there exists a global or local dilemma in marketing. We define 
this as the architecture of global marketing， and consider the application of AI there in an ana-
lytical approach. Architecture-based marketing communication can facilitate effective customer 
journeys in a diverse global marketing world， and digital marketing can be effective. However， 
on the other hand， the viewpoints and motives of consumers are left behind. Incorporate the 
determination requirements of global marketing strategy requirements and make them feasible. 
Artificial intelligence at the present time can not help to gain more knowledge， but it frees peo-
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